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The Public Image
“Oh, I do so admire anyone who is good 
with figures. I can’t even balance my own 
check book,” or “I don’t see how anyone can 
have the patience to work with all of those 
figures. It would drive me crazy.” Familiar 
refrains, aren’t they?
Obviously, the general public has no concept 
of the dynamic, professional nature of the ac­
countant’s services and has not even a glimmer 
of understanding of the vital contribution that 
our services make to the common good of so­
ciety.
Lacking the glamour of a Dr. Ben Casey or 
a Perry Mason who emphasize in dramatic de­
tail the benefits that the medical and legal 
professions contribute to the well-being of their 
fellow-man, we have no direct thrust into the 
day-to-day living of working men and women 
who have little or no reason to have first hand 
knowledge of our work. As a consequence, the 
value of our services as a benefit to society 
and as a necessity to the furtherance of the 
good life is remote, vague and questionable in 
the minds of the general public.
Regrettably also, this lack of knowledge and 
understanding appears to extend into our 
schools where we too often hear not only ac­
countancy but the entire business community 
down-graded as a source of service to human­
ity. Therefore, we, in our profession, must 
consider ways to portray to the public the 
valuable role that accounting plays in the free 
enterprise segments of the world.
One of the first musts in selling anything is 
for the salesman to be sold on the product or 
service he or she is merchandising. Arises the 
question—Are you really sold on yourself as a 
professional? Do you consider your profes­
sional status contemporary to that of an at­
torney, a doctor, a teacher, an engineer, an 
architect? Or do you in your secret mind have 
a nebulous, negative, pessimistic opinion of 
the real value of accounting as an important 
factor in the powerful decision-making func­
tion wielded by the leadership system?
Mary F. Hall, CPA
Let us look at accountancy for a moment 
through the eyes of a senior investment officer 
of the International Finance Corporation, an 
affiliate of the World Bank. In the August issue 
of the Journal of Accountancy, the gentleman 
said, “Whether for an individual organization 
or for a nation, accounting is the coherent as­
sembly of economic data so as to understand 
the past and plan for the future.” He also said, 
“The impact which accountancy has and the 
role it could play in over-all economic devel­
opment is more extensive and influential than 
is generally recognized.”
We in the accounting profession hold in our 
hands the talents necessary for that “coherent 
assembly of economic data so as to understand 
the past and plan for the future.” Consider this 
one fact: Over 75% of all business failures in 
this country are directly attributed to a lack 
of adequate financial information in the hands 
of management. Do we fully grasp the signifi­
cance of our professional role in the scheme 
of things?
Maybe we could do with a Dr. Ben Casey 
or a Perry Mason to tell our story via the tele­
vision screen. Or maybe a Dick Tracy sequence 
will some day give sympathetic portrayal of at 
least a few of the many values that the general 
public derive from our services.
Meanwhile, back at the ranch, we everyday 
actors and actresses have the opportunity to 
play the most dramatic, effective roles of all— 
the real live professionals contributing our 
know-how to the business complex that is, after 
all, the basis of our country’s ability to progress 
for the good of all of our citizens.
We must feel, look and perform like pro­
fessionals. We must have time to be active in 
our communities, civic, social, religious, char­
itable and political groups. We must accept 
bids to represent our firms on United Appeal 
Committees, to serve on committees for the 
Chamber of Commerce. To duck out with a 
plea of “no time” is to shirk the opportunity to 
sell a proper professional image to the public. 
LET US BE WORKERS, NOT SHIRKERS!
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